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With the rapid development of network technology, online shopping is 
widely used and has made profound impact on consumers' shopping philosophy. 
Virtualization brings a high possibility that what customers actually 
receive is inconsistent with the product description, as consumers cannot 
touch or try the products in the selection process. In addition, 
transaction across regions also bring some other challenges. For example, 
the attitude of vendors before and after sales may change and long- 
distance after-sales service is seen as cumbersome and time- consuming. 
Therefore, the after-sales of online shopping is more difficult to apply 
than that of physical stores, but it also shows that its importance is 
higher. Therefore,by combining the movement analysis in the theory of 
scientific management,relevant literatures of after-sales service and 
online shopping,and reliabe interview results, this research reveals 
consumer's repurchase intention in the process of online shopping process 
from the perspective of consumer after-sales cognition. In addition, on 
the basis of a scale about the factors which can influence consumers online 
shopping in different phases,this paper explores the different phase 
factors and its action mechanism. Situational experiment results show the 
main effect of commodity type and degree of familiarity, interaction 
effect between them, and their moderating effect. This research not only 
enriches the service marketing theory, but also provides practical advice 
to enterprises in making scientific and effective after-sales service 
strategy marketing and in gaining competitive advantage. 
Through grounded research, questionnaire survey, and scenario- 
simulated experiment, this paper explores the impact of different stage 














constructed in which the after-sales phase factors of online shopping acts 
as intermediary variable. The mechanism between online phase factors and 
consumers' repurchase intention is then analyzed. This dissertation 
consists of seven parts. The first chapter, Introduction, mainly 
introduces the background, research questions and objectives, research 
contents, methods and expected innovation, and research framework; The 
second chapter, Literature Review, intends to give the definition of 
online shopping’s after-sales service by combing through literatures on 
after-sales service, online shopping, the phase factors influencing 
consumers' online shopping, and a comparison of the after-sales service 
between online and physical shops. The third chapter is grounded research 
on factors influencing the different stages of online shopping. Grounded 
theory on influential factors is applied to the different stages of online 
shopping and grounded interviews were conducted. The online shopping 
process, product type, product familiarity, and online shopping 
experience variables were used in the preliminary analysis. Grounded 
interview was coded to form the factors concept category that affect 
consumer online shopping in different stages. The fourth chapter presents 
the research assumptions, conceptual model and variables measurement 
methods. According to the literature review and the grounded interview 
context analysis and coding, the research Hypotheses is then presented, 
which results in the building of a conceptual model. The fifth chapter 
discusses the empirical study on the effect of phase factors on consumers' 
repurchase intention model in the process of online shopping. This chapter 
is mainly about model verification. The sixth chapter is consumers' 
after-sales cognitive differences. Situational experiment was used and 
the results show the main effect of commodity type and degree of 
familiarity, the interaction effect between them,and their moderating 














seventh chapter is research conclusion and research prospect. This 
chapter summarizes the research content and results, proposes the 
research significance and contribution to marketing theory, and points 
out the limitations of the research. Finally, future research direction 
is proposed. 
Four conclusions are drawn through this research. First, online 
pre-sale stage has no significant impact on repurchase intention; seller 
guarantee liability, customer comments, logistics, and network platform 
security influence repurchase intention significantly in the online sales 
stage; after-sales experience and after-sales problems processing 
influence repurchase intention significantly in the online after-sales 
stage; and online shopping experience influences repurchase intention 
significantly. Second, phase factors in online shopping and online 
shopping experience can affect repurchase behavior by affecting online 
after-sale factors. Specifically, online after-sale factors play an 
intermediary role between phase factors in online shopping and 
repurchasing. Third, commodity type and product familiarity have 
significant main effects and interaction effect on consumers' after-sales 
cognition in the process of online shopping. They also have significant 
moderating effect and interaction moderating effect between them; and 
also moderating effect between phase factors in online shopping and 
consumers' after-sale service cognition, and between consumers' 
after-sale service cognition and repurchasing. Fourth, demographics 
variables (such as gender, age, etc.) have significant influence on the 
cognition of after-sales service of online shopping. 
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